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AGRICULTURE AND ADVERTISING:
FLORIDA STATE BUREAU OF IMMIGRATION,
1923-1960
by M ARTIN M. L AG ODNA
drawn in the back office of the busy white
frame country store. As was his habit, the little man with
the greying hair and starched collar lay down to rest after dinner.
Out front the hitching posts were being bound with leather as
customers hurried into the general merchandise mart which also
served as a postoffice. The store was humming and the man’s
wife and his clerk-partner tended the people. After all, it was
the largest supplier of its kind between Ocala and Dade City.
Business was good but the man in the darkened back office was
not content. As he lay down and closed his eyes, his mind wandered to the schemes which he loved to ponder and which transported him away from ledgerbook affairs. Though a busy trading community, Summerfield, Florida, was not a metropolis. A
man with his visions and energy was hemmed in, but as a director of the Florida Development Board, he had some opportunity
to transcend his own locale. 1 He had sampled almost every enterprise in his little world-the store, farming, citrus, turpentine,
lumber, naval stores, cotton gin and mill, banking, even politicsand he prospered, too. He did suffer occasional setbacks such
as the destruction of his cotton gin and mill business by the boll
weevil and the ruin of the naval stores business by World War I.
And he was restless. Carrying an alligator-skin satchel containing
more starched collars and a pistol, he often rode horseback over
his turpentine acreage to inspect the side camps and stills. Nathan
Mayo was an ambitious man, a dreamer and a builder, and he had
both the desire and the talent to be one of Florida’s great promoters.
HE SHADES WERE

1. The Florida Development Board was the immediate predecessor of
the state chamber of commerce. In 1916 the Florida Cattle Tick
Eradication Committee came into existence. In 1920 the committee
changed its name to the Florida Development Board and received
a state charter. In 1925 the name was altered to the Florida State
Chamber of Commerce. See Florida State Chamber of Commerce,
50 Creative Years: A Brief History of the Florida State Chamber of
Commerce (Jacksonville, 1966), 2.
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When Mayo was appointed by Governor Cary Hardee in
1923 to succeed the retiring William Allan McRae as commissioner of agriculture, he was able at last to begin doing the things
which he liked so much and about which he had thought so often
back in Summerfield. No longer would he have to escape to his
office couch or ride through the notched timber of Marion County.
As commissioner of agriculture, he would have a broad vista for
his activity and interests, at least so long as the state legislature
would acquiesce.
Florida’s constitution and statutes did not clearly describe the
duties of a governmental officer or body, and their functions often
evolved according to the character and enterprise of the man holding office. Though the constitution and statutes assigned some
general obligations to the commissioner of agriculture, he was free
to interpret the responsibilities to fit his temperament and expand
or contract his functions. With a yen to be a promoter and a
background with the Florida Development Board, Mayo quickly
adopted advertising Florida as one of his major activities. By using
the vague provisions for a bureau of immigration in the department of agriculture, Mayo reasoned that he was charged with this
advertising responsibility.
After the Civil War, Florida instituted a policy of encouraging
settlers to come into the state, and to serve this purpose the constitution of 1868 provided for a commissioner of immigration. The
commissioner was directed to supply information about the state
and to establish a program for attracting immigrants. A number
of publications descriptive of Florida were distributed, and agents
were hired to travel throughout the North searching for settlers
and extolling the state. After 1868 a number of changes were
made in the administration of the bureau responsible for attracting
immigration until the new constitution of 1885 provided for a
commissioner of agriculture responsible for a “Bureau of Immigration.” According to the constitution, the legislature of 1887
was to prescribe the duties of the commissioner of agriculture, but
the legislature neglected its duty. Finally, the legislature of 1889
delineated some duties of the commissioner and established a
bureau of agriculture. The constitution had provided for an agriculture commissioner but no agriculture department. The legisla-
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ture went a step further and established a bureau of immigration
composed of the governor, secretary of state, and commissioner of
agriculture who was to act as president and keep the bureau in his
department. The legislature of 1891 discarded the three-man
committee, and the bureau reverted back to the agriculture commissioner’s sole control and became a part of his department. 2
Under William McRae, the immigration bureau, as a part of
the division of agriculture and immigration, printed the Quarterly
Bulletin and Biennial Report, supplementary bulletins, and a large
state map each biennium. The division took a census every ten
years. The material was distributed free, and approximately
40,000 mail and express packages were sent out annually.
Just what pertained to agriculture and what to immigration
in McRae’s division was not made clear by him. Mayo and
Thomas Joseph Brooks, who joined the department in 1920 as
chief clerk of the agriculture and immigration division, felt that
the immigration bureau was really dormant. 3 Mayo and Brooks
had a broad conception of what needed to be done by the bureau
to encourage immigration, and their ideas included a kind of advertising not done by McRae. Indeed, McRae had advertised the
state, and in a statement released at the time of his retirement he
claimed that advertising had been the chief function of his department during his tenure. 4 But advertising to him meant mailing
out department publications and answering mail inquiries about
Florida. Mayo and Brooks continued the same work, but they
sought inquiries through magazine advertising and promotional
projects.
The bureau of immigration became a more active and distinct
division under Mayo. Previously there had been uncertainty about
what was meant by immigration. Mayo and Brooks believed that
the concept of immigration had changed and they altered the
bureau accordingly: “In periods of earlier settlement of our counLaws of Florida (1868), 202, 206; ibid. (1869), 5-6; ibid. (1877),
104-05; ibid. (1879), 88-89; ibid. (1889), 22-23; ibid. (1891), 98;
A. H. King, Constitution of the State of Florida Adopted by the Convention of 1885 (Jacksonville, 1887), 14-15, 17.
Nathan Mayo, ed., Florida Department of Agriculture Activities (Tallahassee, 1946), 5; Nathan Mayo, Activities of the Florida State De5, 11; Sevenpartment of Agriculture, revised (Tallahassee, 1955,)
teenth Biennial Report of the Department of Agriculture, 1921-1922
(Tallahassee, 1922), part 1, 11-12.
Jacksonville Florida Times-Union, November 2, 1923.
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try, the term immigration had probably, a different meaning from
what it now has. The day of vast, herd-like migrations of people
to new lands seems to be past. People locating in new homes seek
reasons for doing so with more intelligence than was used in past
generations. This paves the way for a better development of new
land and for the assurance of a better class of citizens where the
choice of location is sensibly made. To this bureau go all letters
and inquiries from people who want information about locating in
Florida to farm or to follow special lines of agriculture.” 5
To attain his objectives, Mayo secured legislative approval in
1925 to use money from the general inspection fund (fee moneys
collected by the department of agriculture and set aside especially
for the department’s use). The commissioner was to collect information on the resources and possibilities of the state, publish the
material, and generally advertise Florida. A statistician, advertising editor, and other assistants as required were authorized, and
$50,000 from the general inspection fund was appropriated. The
first advertising editor was Caleb Jewett King, who later became
editor of the Florida Times-Union. He was succeeded shortly by
Phil S. Taylor who subsequently became supervisor of the inspection division. Finally, the advertising work was taken over by
Brooks in what may have been an economy move since the appropriation was soon deemed inadequate. 6
Although sometimes a cause for criticism by politicians, especially in the 1932 election, the department of agriculture published abundant literature. Much material was promotional, although some of it aided farmers. Material describing the department’s activities and a history of Florida was published. In 1929
Mayo and Brooks collaborated on a booklet in which they related
their advertising experiences since the first appropriation four
years earlier, outlined their program, discussed their problems,
and itemized the advertising budget. 7
The new departure in state advertising inaugurated by Mayo
placed advertisements in magazines, mainly agricultural journals.
Twenty-Third Biennial Report of the Florida State Department of
Agriculture, 1932-1934 (Tallahassee, 1934), 35.
6. Memoir dictated to Jack Shoemaker by Nathan Mayo, undated ca.
1959, in the Mayo Collection, P. K. Yonge Library of Florida History, University of Florida. Hereafter cited as Mayo Collection.
Mayo, Activities (1955), 11; Laws of Florida (1925), 54.
7. Nathan Mayo and Thomas J. Brooks, Four Years of State Advertising
(Tallahassee, 1929).
5.
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Over $20,000 was spent in such a manner by the bureau during
the first year, and according to Mayo, “the response exceeded
our expectations. Inquiries poured in by the thousands.” 8 But to
give Mayo and Brooks all the credit would be unfair. Apparently
the idea had existed for some time but had not been acted upon
until Mayo became commissioner. Commissioner of Agriculture
Benjamin Earnest McLin, in his biennial report for 1907-1908,
proposed activating the bureau of immigration and “judicious advertising of the resources of the State in some of the leading agriculture and mechanical journals in the East, in the West and in
our Southern States. . . .” 9
Each respondent to the bureau’s advertising was sent the
literature, and his name was placed upon a mimeographed list
which was circulated among newspapers, chambers of commerce,
boards of trade, county demonstration agents, banks, state legislators, and the offices of railroads operating in Florida. The agencies were expected to contact the prospective immigrants and encourage them to move to Florida. Most inquiries concerned dairying, poultry, truck farming, and fruit growing possibilities of
Florida. 10 Mayo reported that “since the Bureau of Immigration
has been actively engaged in advertising the state there has been
an increase in the dairy and poultry business of 10%. Of course,
I am not claiming all of that is due to our work, but I do think
that a considerable part of it is. . . .” 11
Publication of promotional and informative literature had always been a prime function of the department of agriculture, and
under Mayo the work was greatly expanded. In June 1926, the
bureau of immigration began publishing the Florida Review, a
digest of a clipping service of the state press showing Florida’s
development and progress. It also contained editorials by Mayo
and Brooks and reports on the activities of various divisions of the
12
During the second year of state addepartment of agriculture.
10.
9.

Ibid., 4.
Tenth Biennial Report of the Commissioner of Agriculture, 19071 9 0 8 (Tallahassee, 1908), 6.
10. Mayo and Brooks, Four Years, 4-5.
11. “Proceedings of the Agricultural Conference Held Under the Auspices
of the Florida State Chamber of Commerce” (mimeograph), December 6, 1926, 44, Mayo Collection.
12. Mayo and Brooks, Four Years, 5. The mailing list for the Review
and Quarterly Bulletin comprised 25,000 names; approximately fifteen tons of literature were mailed out from Florida in 1925-1926.
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vertising by the bureau of immigration (1926-1927), magazine
advertising spending shrank from $20,098.28 to $8,958.00.
The increase from $10,226.98 in the first year to $24,051.00
spent on printing the second year probably reflects the inception
of the Review. The cost of printing the journal was likely made
up by reducing the spending for advertisements. Though reduced,
magazine advertising continued in agricultural and other journals
in the United States and Canada. 13
As the 1927 session of the legislature approached, a movement was evident to increase the state’s advertising expenditures
to offset Florida’s bad image due to the collapse of the real estate
boom. The department of agriculture was very active in the
movement but other agencies were also urging the appropriation.
In a “Florida Takes Inventory Congress” convened by the Florida
State Chamber of Commerce in April 1926, a resolution was
adopted calling for an annual legislative appropriation of $300,000 “to advertise and publicize the state, its resources and opportunities.” It asked that the commissioner of agriculture be placed
in charge of the program. 14
Mayo opposed a plan to divert one cent of the state’s gasoline
tax to such a fund for state advertising. He felt that the department of agriculture could provide the necessary funds from inspection fees. The inspection division collected more money than
was used by the department and the surplus was turned over to
the general revenue fund. Mayo wanted the legislature to let him
appropriate up to $200,000 of the surplus for advertising. Because of the collapse of the boom and the resultant general disdain for promotional projects, the legislature defeated the measure to give the commissioner of agriculture a new advertising fund
to be spent in cooperation with an advisory council, but the bureau of immigration’s advertising allowance was raised from
$50,000 to $75,000. In a bureau publication in 1946, Brooks
lamented, “No other change has been made in this law.” 15
13. Ibid., 4-6; Philip E. DeBerard, Jr., “Promoting Florida: Some
Aspects of the Use of Advertising and Publicity in the Development
of the Sunshine State” (unpublished Master’s thesis, University of
Florida, 1951), 81; Mayo, Activities (1946), 5; Florida Review,
June 6, 1927, 2. The combined circulation of the publications in
which the bureau advertised was from 12,000,000-15,000,000.
14. ‘“Florida Inventory: P r o c e e d i n g s o f t h e F l o r i d a T a k e s I n v e n t o r y
Congress Held at Palm Beach, Florida” (mimeograph), April 16,
1926, 66, P. K. Yonge Library of Florida History.
15. Mayo, Activities (1946), 5; DeBerard “Promoting Florida,” 81;
Bradenton Herald, January 2, 1927, clipping in Mayo scrapbook,
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Florida State Advertising Commission, 1953. Secretary of State
Robert A. Gray is third from left and Mayo is fifth from left.

Mayo, William L. Wilson (director of the state farmer’s markets),
and Governor Spessard L. Holland reviewing a machine ginning
long staple cotton (ca. 1941).
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Reading from left to right: Miss Ann Daniel, Miss Florida for
1955; Commissioner of Agriculture Nathan Mayo; and Miss Lee
Ann Meriwether, Miss America for 1955. Taken during 1955
Florida Citrus Exposition.
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Though the advertising appropriation was increased by onehalf in 1927, the bureau actually spent about a fourth less than
in the previous year. Apparently, however, Mayo had big plans
because the money not spent from the appropriation was “contracted for” the next year. A sum of over $38,000 was carried
over for use in 1928-1929 when the bureau inaugurated the
policy of sending exhibits to northern state fairs and expositions. 16
The Iowa State Fair in the fall of 1928 and the Chicago Livestock
Exposition in the fall and winter of the same year received disbursements of nearly $12,000. 17
The bureau continued its display advertising program, greatly
increasing the expenditure. In the summer of 1928, the bureau
announced that it had chosen seven national periodicals for its
advertising during the fall and winter season and that approximately $20,000 would be spent. The fall advertising was directed
toward tourists and the winter and spring campaign stressed agriculture and industry. Individual communities were invited to
share in the advertising and the cost. Actually, over $40,000
was spent on display advertising during the year and many more
than seven periodicals were used. 18 Utilizing the money carried
over from the previous year and its regular appropriation, the bureau spent $102,699.89 from July 1928 through June 1929. 19
The tourist season was quite successful, and part of the credit
went to the bureau’s state advertising. 20
1901-1929, Mayo Collection; “Report of Legislative Activities of the
Florida State Chamber of Commerce” (mimeograph), June 24, 1927,
P. K. Yonge Library of Florida History; St. Petersburg Independent,
May 24, 1927, clipping in Mayo scrapbook, 1927-1935, Mayo Collection.
16. Mayo and Brooks, Four Years, 6-7.
17. Twenty-First Biennial Report of the State Department of Agriculture,
1928-1930 (Tallahassee, 1930), 162 (the Report was incorrectly
entitled the Twentieth Biennial Report); “Florida to be Shown in
Motion Pictures,” reprinted from the Miami Herald, in Florida Review, August 6, 1928, 12.
1 8 . I n c l u d e d i n t h e m a g a z i n e s w e r e t h e S o u t h e r n R u r a l i s t , C a p p e r ’s
Farmer, Farm and Fireside, Farm Journal, Manufacturers Record,
Forbes, Wall Street Journal, Journal of the National Education Association, Literary Digest, National Geographic, American Magazine, Red Book, and World’s Work.
19. “Publicity Will Tell the Story of Florida,” reprinted from the Miami
Herald, in Florida Review, August 6, 1928, 15; Twenty-First Biennial Report, 159-62.
20. DeBerard, “Promoting Florida,” 88.
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For the next five years, 1929-1934, the bureau continued
its advertising work along de established lines; the program was
generally lauded and received favorable comment in the state
press. 21 Mayo described the activities of the bureau during this
period: “It prepares and edits publications going out from the
department, such as special bulletins for farmers, all advertising
literature, advertisements in magazines and other publicity for the
department. It also prepares all fair exhibits sent out by the department and supervises all enumerations of agriculture and
manufactures. And too, it is empowered to take a population
census every ten years.” 22 The bureau continued to send exhibits
to fairs and expositions all over North America from Toronto to
Texas. 23 From the fiscal year beginning July 1, 1932, until June
30, 1935, nearly all the exhibit money was budgeted for the
Century of Progress Exposition at Chicago. 24
After 1935 the bureau continued its program of advertising
and even added some promotional novelties, but it was no longer
the state’s primary advertising agency. 25 Included in the several
citrus laws enacted in 1935, which came to be known as the
Florida citrus code, were three bills providing for an advertising
fund for the newly created Florida Citrus Commission. The commission, responsible for advertising Florida citrus, received its
funds from a one cent, three cent, and five cent per box levy on
oranges, grapefruit, and tangerines, respectively. The tax was paid
by the handler who first introduced the fruit into “the primary
channels of trade.” Florida, Wisconsin, and New York were the
first states to advertise an agricultural product singly. 26
21.
22.
23.

24.

25.

26.

“State Advertising Is Effective,” reprinted from Jacksonville Florida
Times-Union, in Florida Review, August 9, 1930, 3.
Twenty-Third Biennial Report, 35.
The fairs included were in Missouri, Arkansas, Kansas, Minnesota,
Oklahoma, Texas, Michigan, Tennessee, Alabama, Louisiana, Eastern
States Exposition (Massachusetts), National Dairy Association events
at Atlantic City and St. Louis, and the Canadian National Exposition.
Twenty-Second Biennial Report of the State Department of Agriculture, 1930-1932 (Tallahassee, 1933), part 1, 38-39; Twenty-Third
Biennial Report, 35, 42; Twenty-Fourth Biennial Report of the State
Department of Agriculture, 1934-1936 (Tallahassee, 1936), 123-26.
The hotel commission was authorized to do state advertising in 1927,
but its work was not on the same scale as the bureau of immigration;
it expended less advertising funds in six years than the bureau of immigration did in one year. The hotel commission advertising work
ended in 1932. See DeBerard, “Promoting Florida,” 88-95, 100.
Laws of Florida (1935), 234-52; James T. Hopkins, Fifty Years of
Citrus (Gainesville, 1960), 145-48; Council of State Governments,
Advertising By the States (Chicago, 1948), 7.
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With Florida’s new advertising program, two important points
should be noted. First, a subtle change appeared in the advertising program. Whereas the bureau of immigration advertised Florida in general to induce individuals and businesses to migrate to
the state and advertised agricultural products at random, the
citrus commission’s advertising was designed to advance the interests of a particular industry within the state-in short, to sell
more fruit. Second, the advertising of the citrus commission was
not intended to supercede or replace the bureau’s advertising; it
was a different type and an enlargement on the concept of state
advertising.
The exhibits program of the bureau continued apace after
1935. An exhibit was placed at the Rockefeller Center in 19351936 and at Cleveland and Birmingham in 1936. 27 While the
bureau was expanding its advertising program nationally, the program within Florida was being abetted. The department of agriculture cooperated with Florida fair and livestock associations in
staging exhibits. During the 1936-1938 biennium the bureau
spent $37,000 on exhibits, prizes, and premiums for participants
in Florida shows. It also maintained a traveling exhibit for small
county and community fairs. 28
In the late 1930s Nathan Mayo was reaching the apex of his
career as commissioner of agriculture. In January 1938 the Progressive Farmer magazine named him “man of the year” in Florida
agriculture. In 1939 he was elected president of the National
Association of Commissioners, Secretaries, and Directors of Agriculture, and the following year he served as chairman of the executive committee of the organization. In 1939 he was appointed
by Secretary of Agriculture Henry Wallace to the federal Agricultural Advisory Council. 2 9 Mayo used his national prestige and
contacts for the benefit of his state; he induced the National As27. Twenty-Fourth Biennial Report, 40.
28. Twenty-Fifth Biennial Report of the State Department of Agriculture,
1936-1938 (Tallahassee, 1938), 30.
29. In September 1939, Secretary Wallace appointed an agricultural
advisory council to advise him in preparing for emergencies in case
of a world war. The council met with the secretary at intervals and
the members were in regular communication with him and the heads
of departments in the agriculture agency. See Henry A. Wallace,
Report of the Secretary of Agriculture, 1940 (Washington, 1940),
13; Tampa Morning Tribune, September 10, 1939, clipping in Mayo
scrapbook, January-September 1939, Mayo Collection.

https://stars.library.ucf.edu/fhq/vol46/iss3/3

12

LaGodna: Agriculture and Advertising: Florida State Bureau of Immigration,
204

F LORIDA H ISTORICAL Q UARTERLY

sociation of Commissioners, Secretaries, and Directors of Agriculture to bring its annual convention to Miami in 1938. 30
Bringing conventions to Florida became an important feat of
the immigration bureau. In 1940, when George E. Hosmer of
the Florida Press Association went to Mayo for assistance in bringing the national convention of the National Editorial Association
to Florida, the commissioner gave a definite promise of help. He
suggested that the state of Florida give a luncheon at the Florida
exhibit building in New York in 1940 for the National Editorial
Association which was then holding its annual convention. According to Hosmer, the luncheon did much to persuade the newspapermen to hold their next convention in Jacksonville in April
1941. Mayo’s department contributed funds, along with $5,000
from the state hotel commission, to help defray expenses. The
delegates were taken on a seven-day bus tour of Florida, and at
Plant City they were greeted by Mayo and treated to a “big feed.”
When the editors returned home, they extolled the Florida tour
in newspaper editorials which Mayo collected and published in an
111-page booklet. Mayo was enthusiastic about all the free publicity: “Had we bought that much space in these papers it would
have cost more than the annual appropriation of the bureau.” 31
Besides the activities of the bureau of immigration and the
citrus commission, Florida and Florida products were extensively
promoted by the state advertising commission and the state news
bureau which were established in 1945. As an ex officio member,
Mayo played an influential role on the advertising commission.
In 1955, however, the commission was abolished and part of its
work was taken over by the new Florida Development Commission. Mayo continued only the advertising done by the bureau
of immigration. 32
Nathan Mayo had always cooperated fully with the advertising commission’s programs. In 1949, when the commission’s appropriation was earmarked for advertising Florida’s recreation,
agriculture, and industry, Mayo’s department participated in the
Mayo, Activities (1946), 9; undated (probably 1940) typed press
release, Mayo Collection.
31. George E. Hosmer, “The N E A Coming to Florida,” Florida Newspaper News, July 1940; Florida Newspaper News, January 1941;
“The N.E.A.,” Florida Newspaper News, November 1940; Nathan
Mayo, ed., Florida as the Nation’s Editors See It (Tallahassee, 1941);
Mayo, Activities (1946 , 6; Mayo, Activities (1955), 11-12.
32. Laws of Florida (1945 , 74-78; ibid. (1955), I, pt. 1, 504-13.

30.
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agriculture program. 33 By 1955, according to T. J. Brooks, the
bureau of immigration printing budget had increased to $250,000, and it was spending $50,000 a year for fair exhibits and to
lure national conventions to Florida. 34
During the latter years of his administration, Mayo devised
his famous Cracker Breakfasts as another scheme for promoting
Florida and its products. Jack Shoemaker, who succeeded Brooks
as director of the bureau of immigration in 1955, described the
breakfasts, which were staged for various national conventions
meeting in Florida, as one of the “best promotional stunts ever
devised by Commissioner Mayo.” 35 The repast featured Florida
products including triple-yolk eggs, citrus fruit and juice, pork,
jellies, and marmalades. State egg producers saved the eggs specially for the breakfasts. Programs describing Florida and bags
of Florida-grown products were presented to the guests. The
breakfasts became so popular that Mayo was forced to refuse
many requests for them. 36
Prior to 1955 the bureau had been duplicating some work
of other state agencies-the Florida Development Commission advertising division and the University of Florida’s agricultural extension service. Under the leadership of Jack Shoemaker, the
bureau and the development commission worked out a plan to
assist one another without duplicating functions. A cooperative
publishing program was arranged between the bureau and the
University of Florida’s provost of agriculture, the director of its
agricultural service, the director of the Florida agriculture experiment stations, and the editor of the university’s agricultural extension service. According to Shoemaker, “the Bureau would publish bulletins having generalized information of a nature to inHarris Samonisky, “Burghard Looks at Advertising Florida,” Florida
Newspaper News and Radio Digest, November 1949, 8. The August
Burghard agency had been selected by the state advertising commission to conduct the promotional campaign.
34. Mayo, Activities (1955), 12.
35. Thirty-Fourth Biennial Report of the Department of Agriculture,
1954-1956 (Tallahassee, 1956), 18. T. J. Brooks, who had been
with the department of agriculture since August 1920, died on
July 20, 1955.
36. Cracker Breakfasts were provided for many organizations including
the National Editorial Association, the National Association of State
Budget Officers, the Southern Governors’ Conference, the International Crop Improvement Association, the National Federation of Business and Professional Women’s Clubs, the Florida Fruit and Vegetable
Association, and the American Association of Agricultural Editors.
33.

https://stars.library.ucf.edu/fhq/vol46/iss3/3

14

LaGodna: Agriculture and Advertising: Florida State Bureau of Immigration,
206

FLORIDA HISTORICAL QUARTERLY

clude historical data, uses, planting locations, market facilities
and information of a promotional nature, while the more detailed
and technical information, such as fertilizers, insect and disease
control and other phases of production should properly belong in
an Agricultural Extension Service or Experiment Station bulletin.”
The university and the bureau also agreed to share one another’s
bulletins.
During the period from 1955 to Mayo’s death in April 1960,
the work of the bureau of immigration remained about the same.
Many old publications were revised, speakers were furnished for
various groups and organizations, and a number of new publications were printed and distributed throughout the country. County and local fairs were aided, and the bureau helped bring national conventions to Florida. In addition, a diorama exhibit was
maintained at the Jacksonville railroad terminal. 37
In a magazine article published in 1949, Mayo listed some of
the “rules” of advertising which he had developed over the years.
First, place advertisements with magazines according to their
dominant theme - agricultural in agricultural and farm journals,
industrial appeals in industrial magazines, and commercial possibilities in commercial and financial publications; advertisements
of a general nature should be placed with large, popular magazines. In determining the effect of advertising, Mayo advised
noting the interest of people responding to the advertisements
rather than the number of responses. He also believed that personal contact was the best form of advertising, and Mayo tried to
have representatives of industries interested in settling in Florida
visit bureau of immigration officials while touring the state. Of all
the advertising media, Mayo believed that radio got the quickest
results; fair exhibits and big magazine advertisements were also
valuable. 38
In 1951, Representative S. Travis Phillips of Hernando
County claimed in an article published in a state magazine that
no state advertising had been conducted prior to 1945: “Advertising Florida on an organized national scale is a relatively new
venture on the part of the State. It was only during the admin37. Thirty-Fourth Biennial Report, 16-20.
3 8 . N a t h a n M a y o , “Immigration Bureau Advertises Florida,” Florida
Newspaper News and Radio Digest, July 1949, 7, 13.
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istration of Governor Caldwell, who preceded Governor Warren
in office, that this program was started.” 39
Actually Florida was one of the first states to advertise its
potential nationally, and Mayo and Brooks were important leaders
in the program. The great growth of Florida since the close of
World War I was due in part to the fact that the state had adopted an advertising program designed to attract immigrants and industry. But the bureau of immigration was destined to cease operations; legislation passed in 1959, which became effective in January 1961, reorganized the department of agriculture under the
newly elected commissioner of agriculture, Doyle E. Conner. 40
The bureau of immigration was abolished and the department of
agriculture no longer exercised advertising functions. 41
Without Nathan Mayo the department of agriculture probably
never would have become so heavily involved in advertising the
state and publishing promotional literature. When his influence
was arrested by illness and eventual death, the function of the
commissioner of agriculture as state promoter and public relations
man was abandoned. Mayo often commented that he ran his department just like he would operate his own business: the enterprise must make a profit, operate efficiently, adopt new techniques,
expand, and it must advertise. With the decline of his general
store business in Summerfield, Mayo invested his business acumen
in the department of agriculture, and in the bureau of immigration which became his advertising department.
As commissioner, Mayo was frequently commended, but he
was also attacked as being too powerful. The bureau of immigration’s advertising was often cited as an example of Mayo overextending the functions of his office. The gradual easing of state
advertising out of the department of agriculture represented the
feeling that the department was a monolith. But Mayo’s impact
on the development of Florida could not be negated and his contribution was in performing a state service long before the value
of that service was recognized. In 1960, just one month before
his death, Mayo’s pioneering efforts were cited by the Capital
39.
40.
41.

S. Travis Phillips, “Urges More Ad Funds to Sell Florida,” Florida
Newspaper News and Radio Digest, January 1951, 4.
Upon Mayo’s death in April 1960, Lee Thompson was appointed to
finish out his term by Governor LeRoy Collins.
Florida Department of Agriculture 37th Biennial Report, 1960-1962
(Tallahassee, n.d.), 1.
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Press Club of Florida when it presented him a certificate of life
membership, which noted that “his promotional vision, leadership
and enthusiasm long spearheaded the building of a bigger and
better Florida through encouraging both year-'round residents
and tourists to come here.” 42
42. Certificate of life membership presented to Nathan Mayo by the
Capital Press Club of Florida, Mayo Collection.
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